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GUEST EXPERIENCE TREND REPORT:
FAN FESTIVALS + EVENTS

Whether they're basking in all things pop culture at San Diego Comic Con, meeting up to party the night away

on the anniversary of a classic movie, or making new friends on an epic AR quest to "catch 'em all” at Pokemon
GoFest, people are looking for connection, and they'll go a long way to find it. Sharing an affinity for something
fosters Instant connection—It's easier to strike up a fmendship with someone that shares a passion than struggle

to find common ground with a new acguaintance.

Corporations, studios, and IP holders are seizing the opportunity to reach targeted groups of die-hard fans and brand evange
lists across a variety of global experiential events. The demand for events and spaces where people with common interests can

meet and mingle is growing every year as more and more people seek out their tribe.

"Now, more than ever, | want to experience real rather than digital life,” in a Live

@d@ /5% of 13-65-year olds surveyed across 11 countries agreed with the statement:
@ S

Nation research study conducted in 2018.1

O
Global spending on experiences is predicted to grow by 38% to reach $8 trillion o
between 2017 and 2030, according to a Euromonitor study:.

II ‘ Spending on live experiences has grown by S5 billion per year in the US alone over the last decade! 3

What makes these gatherings meaningful, fun,
and worth the cost?

Whether they're basking in all things pop culture at San Diego Comic Con, meeting up to party the night away on the anni-
versary of a classic movie, or making new friends on an epic AR quest to "catch 'em all” at Pokemon GoFest, people are look-
ing for connection, and they'll go a long way to find it. Sharing an affinity for something fosters instant connection—it's easier
to strike up a friendship with someone that shares a passion than struggle to find common ground with a new acquaintance.

People want to experience and share something special with other like-minded folks, ranking social experiences with other

fans highly when it comes to most appealing event features. Respondents ranked the following as their top 3 must haves:

4

Willingness to spend is HIGH

People are willing to spend a lot of cash to hang out with their affinity group.

Nearly half (46%) of respondents reported Fans in the survey also reported

a willingness to spend up to $1,000 for an O/ expecting to spend 40% of their

experience of this nature. An additional money on exclusive
17% were ready to spend up to $2,500. merchandise.

Willingness to travel is even HIGHER

The right gathering is worth fans’ time, as well as their money.

71% of respondents reported they 58% reported they would be
would be willing to travel up to 500 willing to travel by plane.
miles for an event. o

Fan-focused experiences can't rely entirely on guests’ passion for brands, characters, or |Ps. If guests are distracted by long
LInes and overpriced food, they re less likely to want to commemorate their experience by purchasing exclusive merchandise or

raving about the event to their social networks. Practical considerations matter
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